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IN WHAT MUST BE one of the all-
time rates of return to a mail ques-
tionnaire, 76.8 percent of the random 
sample responded to the Alumni 
Association's Marketing Survey ask-
ing members to evaluate Association 
activities and programs . A total of 
1,743 members were sent the survey; 
1,338 responded. 
The results are now being used 
by the long-range planning commit-
tee to help it formulate recommenda-
tions concerning th e Association's 
future program.ming. 
The tables reproduced on these 
pages deal with demographic infor-
mation about Association m ern.bers 
and their feelings about the impor-
tance of Associa tion progran1s. The 
55 percent living-in-Missouri figure 
includes the Kansas side of metropol-
itan Kansas City and th e Illinois side 
of metropolitan St. Louis. Although 
most Alumni Association members 
are men, that percentage is changing. 
Among respondents between the 
ages of 21 and 30, women made up 41 
percent of the membership. 
As the high rate of return would 
indicate, respondents had significant 
feelings of identity with Mizzou. A 
total of 41 percent indicated a strong 
degree of identity and 43 percent, 
moderate. Among the academic divi -
sions, School of Law graduates had 
the highest degree of identity -
strong, 49 percent; mod erate, 45 per-
cent. 
Wh 2t is th e purpose of the 
Alumni Association? There were 
four specific choices, and respon-
dents could check as many as they 
wanted. A total of 94 percent said the 
purpose was "to serve as a con1n1uni-
ca tions link between the University 
and its alumni"; 71 percent, "to serve 
as the official vehicle through whi ch 
alumni can support the University"; 
61 percent, "to serve as the official 
alumni voice to the University 
administration"; and 38 percent, "to 
serve as a link to my academic divi-
sion." 
Alumni are mindful of the Uni-
versity 's financial problems. Ninety-
five percent felt "it is important for 
alumni to support UMC with th eir 
gif t s" and almost two-thirds had 
made a gift. 
Throughout the survey, this was 
a common thread: strong support for 
programs that provided tangible sup-
port for the University of Missouri-
Columbia. - Steve Shinn 
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National Merit-Achievement 8.2 8.1 8.2 8.1 8.0 
Scholars Recruiting Program 
Alumni Scholars Program 8.0 7.7 8.0 7.7 7.7 
that funds scholarships 
The Missouri Alumnus magazine 7.6 8.0 7.6 7.9 7:7 
Mizzou Nights encouraging 7.4 6.8 7.4 6.8 6.9 
students to attend UMC 
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Annual 50th class reunion 5.9 6.0 5.7 6.1 
Annual 25th class reunion 5.7 6.0 5.8 5.9 516 
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campus 
Tiger Sports bulletin 5.5 5.8 5.6 5.6 $] 
Alumni seminar weekends 5,6 5.5 5.8 5.2 5,3 
educational programs 
M/zzoutablold newspaper 5.2 5.3 5.6 4.9 5.2 
Annual reunions for 4.8 4.7 4.9 4.5 4.6 
academic divisions 
Alumni center brunches for 4.6 4.4 4.4 4.7 4.5 
home football games 
Pregame athletic rallies 4.6 4.3 4.5 4.4 4.4 
Special organization for 4.0 3.7 4.1 3.5 3.6 
black alumni 
Tours to various locations 3.7 3.5 3.7 3.6 3.5 
Promoting special Mizzou 3.~ 2.9 3.2 2.8 2.9 
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